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KEEPING FIRST 


gh 








aes IN THE 
V4. ESTIMATION 
| OF 
ADVERTISERS 
AND 
READERS IS 
WHAT 


madera RECORD 


HAS BEEN DOING FOR MANY YEARS. 





Advertisers can also KEEP FIRST by using the 
paper which has the largest circulation in Phila- 
delphia and Pennsylvania. 


Circulation for the first five months in 1900 


193,005 pair. sunay, 152,946 


Keep the advertising ball in play—always. 
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A TRAVELING AD 


IS YOUR CARD 


IN KISSAM’S KARS 








It goes the farthest of any 
kind of publicity. It trav- 
els into the purses of prob- 


e ; 
& able purchasers of your 
products, and prudently 
Xs patronized will prove 





profitable to you. 


It’s Working All the Time 





Ne 
ff Both night and day 


It's on its way, 
Hither and thither, 


"Ny It makes itself pay. 
fe 


There’s no doubt about It 











253 Broadway, New York. 


Written by G. W. Bull, Denver, Col 








: ‘ 
Mi GEORGE KISSAM & COMPANY, 
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\ CATARRH RESPIRATOR. by means of it. And do you know 
that that sign more than pays our 
rent? Thousaiids of people see 
it every day on this busy corner 
of two brisk thoroughfares, and 

Riding down town on the Sixth between the elevated and surface 
Avenue Elevated cars, New York, cars our business is continually 
the representative of PRINTERS’ in the public eye, and we make at 
INK was attracted, a few weeks least three or four customers 
ago, by a sign upon the Harvard daily directly.” 


AN INTERESTING STORY OF HOW IT 
{S MAKING ITS WAY BY THE AID 
OF ADVERTISING. 


Building, at the southwest cor “What are the Cure and the 
ner of Forty-second street and Respirator ? : 
Sixth avenue. The sign reads: ‘The former is a formula for 





UCA-TAR CATARRH CURE 
“25 GARDNERS NASAL RESPIRATOR 







PATENTED 
~ Nature's Remedy and Nature’s Method of Treatment fee 
- > CATARRH, 
MEL ex ASTHMA, 
< —~ AY FEVER, 
“4ST E Le> BRONCHITIS, 


COLDs, 





“Se RES SORE THROAT, 
ww WHILEYOU <= \%«« 
= 


Let us \ 















oe 

cated gir and dis 

It distfibutes our heal ng n a oe 

dry vaporized form. to every of the nose 

icaf men. “WILL IT CURE We answer YES, 

or your money refunded ie it and be convinced 
Our wepage circular free to any address. For sale by all 


quesi 2 
easor er T 
cientifica t, works } 
fect ee Iti @ 
udorsed by the ling specialists, 
used in the be « $. . . 
sures quantity z a \S 
pa 
throat and lungs. Euca-tar is a i iquid g zermicicde +l -y 
—antiseptic, soothing, and healing, It gives im» 9 
jiate rebef,and will effect a perm Janent cure. **'l rhe, g 
uggists, or by mail, postpaid. om of Respirator au 
bottie of Euca-tar, $1.50. Addre . 
; SMITH-GARDNER CO., oo 


mplete separ 
best 1 have ever seen ''—the unice ra alopinion of mec 
X 
Hervard Building, cor. 42d Street and Sixth Avenue, New York. —= 





“Euca-tar Catarrh Cure and Gard- the remedy of catarrh and similar 
ners Nasal Respirator.”’ Calling troubles. It is very volatile. Its 
it the office to which it directed, application was what led me to the 
he introduced himself to Mr. E. invention of my _ Respirator. I 
Ek. Gardner, the manager of the worked upon an_ original theory. 
company, to whom he is indebted I found all the old methods had 


for the following sparkling if des- one common _ fault—too much 
ultory interview. burdensome process. I reasoned 

“Mr. Gardner, your sign attract- that to cure the average busy 
ed me.” American, he must be taken as an 


“We chose our location because impatient, busy fellow, who will 
it affords us the privilege of ad- not stay by any tedious process 
vertising our name to the public long enough to. accomplish his 








4 
cure. Gardner's Nasal Respirator, 
therefore, was devised to meet 
the demand for treatment that 
would not interfere with his oc 
cupations. And therein les the 
key to its success. As our catch 
phrase states—‘Cures while you 
work, eat or sleep.”’ In short, 
our whole story is told in three 
words, convenience, quantity, 
cure.” 

“What is the story of your 





advertising : 

“IT blew in from the West about 
two years ago, with the idea of 
my Respirator on paper, and it 
took me a year to develop it, test it 
and get my patents in the Unit 
ed States and foreign countries. 
Meantime I filled a_ position 
cashier and credit man for a down 


as 


town silk house. This fact will 
partly explain my delay in get- 
ting started. All my _ holidays, 
evenings and other spare time 


went in on these preliminary steps. 
My device once perfected, I hada 
number made  and_ distributed 
them among the leading special- 


ists and special hospitals of this 
city and nearby places, for the 
purposes of testing: the result of 


this test being highly satisfactory, 
I at once took offices and offered 
my remedy to the public. 

“Our first advertisement was a 
half page in Munsey's Magazine, 
placed by ourselves. This has 
proven to be a good investment, 
as it still continues to bring re- 


turns. It was intended primarily 
as an aid to getting our goods 
into the drug, stores, and for this 


reason the direct returns have not 


been so large as they otherwise 
would have been. However, the 
returns, direct and indirect, have 
been quite satisfactory to date, 


and we have continued to use the 
same medium with smaller space. 
As it appears to us, the attractive 
feature of our advertisements is 
the illustration of our Respirator, 
the cuts being self-explanatory. 
It strikes the reader as something 
‘new- under the sun.’ We wish 
to keep from pyrotechnics and 
sensation. The words ‘marvelous’ 
and ‘wonderful,’ and all others of 
the class, have no place in our 
advertising vocabulary. Simple 
Saxon best describes our appli- 
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ance, which isscientifically correct, 
and our medicine, which is honest 
ly effective.” 

“What of 
have you adopted?” 

“Our experience has told us that 
the high-class media are best 
adapted for presenting our remedy 
to the public. This conclusion is 
based upon the showing « 
our books. From advertisements 
placed in Munsey's Magazine, th 
Cosmopolitan, and others of that 


classes publication 


class, we have received cash orders 
from sixty to seventy-five per cent 
of the total number of inquiries 
This showing argues not only the 
value of such media for a high 
class article, but has something to 
say as to the merit of our remedy 


We h 


lave used the daily papers, 
such as the New York Journal 
Joston Globe, and others, but re 


gard them as useful to us chiefly 


as an aid to getting our goods 
accepted by the druggists. The 
magazine has a double value, 
namely, general publicity and di 
rect returns. We have also em 


ployed the mail-order papers suc 
cessfully, such Lane’s° 
Boyce’s List and others. In thes« 
papers all our ads are keyed, so 
that we enabled to credit mail 
returns.” 

“Keying in the usual way?’ 

“Yes. But we have a great ad 
vantage in the fact that our loca 
tion does not require us to adop 
a false address, or anything whicl 
might be detrimental, for tl 
building has four numbers on tl 
avenue side and three on the stree 
side, besides having a name; the 
too an mention merely tl 
corner, besides mentioning tl 
street first and the avenue afte1 
wards—or either of them aior 
In fact, the address gives us en 
less combinations. Of course y 
recognize how desirable this is f 
the conscientious advertiser.” 

“Ts your local trade as large 
your mail-order trade?” 

“Our business has. divided 
self into three departments—d 
store (through the jobbers), n 
order and_ office. Each dep 
ment has held its own pretty w 
though we look to the drug tr 
for our principal business 
future. We must admit that our 


as ist 


are 


we C¢C 


1 


yf 
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work to date is of a preliminary 
nature.” 

“The volume of your business 
must be very much larger in win 
ter than in summer?” 

“Our summer advertising will 
be light on account of the effect 
of mild weather. Our advertising 
activity begins with the coming of 
bad weather. Catarrh and similar 
troubles lie dormant during sum- 
mer. That would be the best sea- 
son for eradicating them, but we 
do not feel strong enough to make 
the public see through that fact, 
and act upon it. 

“In our supplementary I|-terature 
we have striven to keep out of the 
ruts. We think our booklet su- 
perior. It does not have the 
usual ear-marks, but we think it a 
scholarly treatise, yet not so dry 
that it will not be read. You will 
notice too that no testimonials are 


neorporated. This booklet was 
prepared by ourselves. <As_ for 
testimonials, we do not publish 


them in circular form, but prefer 
to print them on separate slips 
one to a slip. We send only a few 


at a time, and believe that thus 
they will be ten times as effective. 
Besides these all we have is a 


little folder in which we appeal for 

list of afflicted friends. This 
folder has done good service. Add 
to these embossed window 
nd lithographs for drug stores, 
and you have all that we do in ad 
vertising.” 

“Does personal recommendation 
iid you to any extent?” 

“It has become one of the great 
est factors in our local trade. 
“= 


cards 


Every Respirator we have sent out 
has become an agent for us, and 









is authorized to 
the 


azines; 
vertisements at 


copies and quote prices. 


At this office, 10 Spruce St., New York, The Geo. 
P. Rowell Advertising Agency keeps on file the 
leading Daily and Weekly Papers and Monthly Mag- 
Receive 
same 
publishers, and is at all times ready to exhibit 


our business to date has _ been 
largely upon the endless chainplan. 
To cite a single instance. One of 
our instruments found its way into 
a large commercial building near 
Wall street. As a result of that 
sale eighteen others have been 
sent to that building.” 

“Does personal recommendation 
seem to help you in your mail 
order trade also.” 

‘Not so strikingly as this as yet. 
We have already had orders from 
all sections of the country, how- 
ever, and are penetrating into the 
most out-of-the-way spots. As 
for Mexico and Canada, they are 
good markets. And Ireland too 
has favored us with a few orders. 
Not bad I should think for a $1.50 
article.” J. W. ScHwartz. 

license 


YARDS OF TYPE TALK. 
TIlow’s 255,000,000 words for a rec- 
ord? 
Thos. E. Jenkins has been talking to 


the Baltimore pubfic through the adver- 
tising columns of the newspapers for 31 
years. During those years he has pre- 
sented about 97,000 columns of display 
advertising and about 5,000 columns of 
reading matter. That means about 2,500 
\ the column. When Mr. 
Jenkins began writing advertising not 
more than three stores in the city were 
employing men to write their advertise- 
ments for them, and Mr. Jenkins is now 
man in Baltimore who 


vords to 


the only was 
then writing advertisements who is in 
the business to-day. He's writing just 
as vigorously to-day as he ever did, 


his efforts solely to 
Western Maryland 
(Md.) World. 


though he co 
the work of 
Railroad.—Baltimore 








“ + 
IN RATLROAD 

Much may be 
vertising an 


aa — 
ADVERTISING. 
favor of ad- 
expensive booklet at a 
sum sufficient to cover its cost, on the 
principle that a thing which has to be 
paid for is valued far more than_ that 
which is got for nothing.—Profttable 
ldvertising. 


said in 


and Forward Ad- 


rate demanded by the 


DARA AARARAAARARAAARRAAAAAAN 
pA hhh ee gg 
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CRITIC AND ADVERTISING 
AGENT. 


The matter printed below is sub 
mitted by Mr. Seth Brown, an ad 
vertising writer of Cleveland, Ohio 
Printers’ INK publishes it because 
it is interesting in itself, also be 
cause it illustrates the impression 
come of Mr. Bates’ methods have 
made on others in the ‘craft :” 





On page 27, May 16th number of 
Printers’ Ink, Charles ustin Bates 
says that a policy recommended by Mr 
Edgar A. Gove, of Providence, R 
and myself, was “mostly nonsense.’ In 
a word the recommendations were to 
spend a part of an advertising appro 


priation in testing different plans be 
fore investing the entire amount, watch 
ing s and being guided by i 
experience thus obtained Which 
right is a question every advertiser 

experience 15 fully able to judge 

does not offer any evidence 01 
point. He talks about 
bare some knowledge 





resu 



















engineering, and wind 1} the as 
sumption tl if the advertising man 
understands his business he can tell in 
advance t will pay. 

Before seriously cot idering the crit 


Bates’ 


who Bates 


icism and the soundness of 

ment (7) it is well to inquire 
is? How he know so much, 
and why he doesn't believe in small ex 
perimental 





comes to 


investine nts 









e an advertising agency, WT! 
illustr - counselor and_ critic. 
cording to his methods of doing busi 
ness he takes a lump sum o! money 
the larger the better oads it into his 
advertising gun and shoots it off. He 
wants big investments. , 


other tell 
things. 


the 


big 


is using 
believes in 








a large volume of business done in a 
short time. If he wins, all right If he 
loses, the advertiser 1s never heard of 


is generally paralyzed In both cases 





Bates gets pay for a big chunk of busi 
ness. Of course he does *t believe in 
experimenting 

While I am on ubject I have 








something more to y about Bates. It 
is considered unwise to follow the ad 
vice of an attorney with personal inter 
ests in the case at issue He may be 
ever so honest, but the tact that he is 
himself an interested party totally uw 
fits him for the position of counselor 
No honorable judge will hear a case in 
which he has a personal interest Mr 

es gets lots of free advertising by 








when in fact his 
e from self interest 
can write good adver 


posing as a 
criticising 1S 
I admit that he 











tising. that he has in his employ some 
experienced adwriters, that he has put 
Sut considerable good advertising, but 
this posing as a critic to steer flies into 
his molasses is too thin The experi 
enced advertiser underst inds it 

. Some years Bates published a 
book of about 500 pages called “Good 





Advertising.” It had lots of good things 
in it. Little that was truly oris inal, but 
sn the whole it was worth reading. It 











was, however, from cover to cover, am 
ad for Bates, shaded a little here and 
there, but as a whole it was intended t 
ring grist to ; mill and he charge 
¢< oo for the book! 

has been publishing a paper ¢ illed 

s Crilicisms contains exan 
ples of his advertising, articles | Bate 
that lead the reader to believe that ne 
needs an expert, and that Bates is the 
expert he needs He gets the govern 
ment to carry this advertising paper of 


his for one cent a pound. It is his own 
nent in substance and in fact 
$ year for it 





nd he charges 00 a 











Gets paid vertise himself becaus« 
he is an l ising critic. 

Another. For $2.00 he will roast any 
dvertiser in a personal letter. Point 
out advertising is no good, and 

I show him how well he 
W he put his advertising 
n Two dollars for thi 
idvice! 

sat put together in small volume 

‘ 1 y ] 





Bate 


is his method 
of advertising his own business f he 
would stop “criticising, advertise an 
nav for his own announcements, what 
he said would have a better flavor. The 


“method” in his criticism 1s pronounce | 
although the ine xperienced may not 
first recognize it. 





business is played 


s criticising 











Mr. Bates. Come out in the open, p 
up the price, buy some space and ad 
vertise your business the way you advis 
other people to do, and stop hiding b« 
hind criticis to decoy ducks withit 
range of your advertising shot gun 


STEREOTYPED ADVI RTISING 
PHRASES 


MBINATION. 
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The Evening Wisconsin. 
MILWAUKEE, WIS. 


“The publication which is most valuable to 
the publicity advertiser is the one whose 
readers subscribe for it because they want it 
and are willing to pay the full subscription 
price for it. There are plenty of such pub- 
lications for the advertiser to use through 
which he can cover all of his best possible 
customers.’ —Advertising Experience, May, 
1900. 
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AN UNPARALLELED 
ADVANCE 


The Evening Telegraph 
Philadelphia, Pa, 


During the first five months of the year 1899 THE 
EVENING ‘TELEGRAPH, as a high-class three-cent 
paper, averaged 15.75 columns of advertising per day. 

During the first five months of the year 1900 
THE EVENING TELEGRAPH, the same_ high-class 
paper, unaltered in any particular save in the fact 
that the price was reduced to one cent, averaged 
32.15 columns of advertising per day. 


THE REASON IS OBVIOUS, 


Average daily circulation in 1899, 25,000 copies; 
present average daily circulation, $6,168 copies. 


Send for tabulated statement of circulation, 
rate card, etc. 


THE EVENING TELEGRAPH, — 


CHARLES E,. WARBURTON, BARCLAY "Hf. WARBURTON, 


FOUNDER. PRESIDENT. 


PHILADELPHIA, PA. 
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REFLECTIONS. 
By Hollis Corbin. 


Don't “let well enough alone.” 
That old proverb is out of date. 
With modern facilities any good 
business can be made better. 

Pick your pet scheme to pieces 
if you can. The reason so many 
schemes do not pan out well is 
because after a man invents a 
scheme that ought to be worth a 


fortune he generally isn’t willing 
to look for any flaws in it. 

You probably cannot make any 
advertising mistake which has not, 
in a degree, been made before. 
Therefore, to take counsel with an 
advertising specialist is to guard 
against mistakes, inasmuch as the 
advertising specialist is likely to be 
familiar with a great many more 
kinds of advertising mis stakes than 


you are. 

When the little advertiser i1m- 
itates the big advertiser, with no 
definite reason for so doing ex 
cept that the big advertiser is a 
good example on general prin- 
ciples, the little advertiser is likely 
to be on the wrong track. The fat 


man might be taking anti-fat but 


the living skeleton would not be 
come the fat man’s | physical 
equal by following the same 
course. 

Of course you shouldn't have 
“too many irons in the fire,” but 
don’t let that old saw worry you. 


You are expected to use your own 


judgment in order to determine 
how many might be too many. 
You might save a great deal of 
time (and “time is money”) by 


having several irons in the fire un 
til you determine to which one you 
can most advantageously devote 
your whole time. 

Try your desperate experiments 
on a_ small Advertising 
blunders might usually be quite 
nexpensive if all advertising in- 
novations were judiciously weigh- 
ed and fathomed. 

\fter you get the royal road to 
ae all mapped out you should 

lap out a few more royal roads, 
for future reference, as you may 
find obstacles in road No. 1 that do 


not appear on the map. 
~~? 
THE normal a in being was consti 
tuted to ask “ Every adver- 
tisement should gratify this want. 


scale. 


INK. 9 
“We find that advertising in 
THE SATURDAY EVENING PosT 
has more than paid for itself, and 
THE Lapiges’ HOME 
best invest- 


next to 


JOURNAL was our 
ment.” 

Very respectfully, 
3ONDY MANUFACTURING 


THE Com- 


PANY, Brushes— 


“We find that the results from 





a 35-line advertisement in your 
publication bring more inquiries 
than a half-page advertisement 
in some of the leading maga- 
zines.” 
Yours truly, 

C. JOHNSON 

Hardwood Floors 


“Regarding the paying quali 
ties of my advertisement in THE 
Post, I 


SATURDAY EVENING 


am very well pleased indeed 
with it, as in this respect it is 
to THE LaDIEs’ 


HoME JOURNAL,” 


second only 
Yours respectfully, 

FRANK C. ALLEN 
Architect 


“We are so thoroughly satis- 
fied with the results of our past 
advertising in your publication, 
that we have returned to it again 
for benefits that we are confi- 
dent will follow.” 

Very truly yours, 


LIBBY, McNEILL & LIBBY 


“The returns are very satis- 
factory to us; in fact, the Post 
on my last estimate stood third 


best of any magazine on our 
list.” 

Yours truly, 
THE FRED MACEY COMPANY 


Per Fred Macey 
Furniture— 
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INTRODUCING A NEW AR- 
TICLE, 


In the first place the advertiser 
must decide whether he will sell 
his goods by mail to consumers, 


through dealers only or both by 
mail and through dealers. If he 
is to sell by mail exclusively then 
he will be most successful if he 
uses a certain class of national 
mediums, which are known to be 
eminently successful in bringing 
mail-order results. If he is to sell 


through dealers and can sell also 
by mail where no dealer is ac- 
cessible, he can still use these na- 


tional mediums profitably, but will 
find it also profitable, and in 
some cases quite necessary, to use 


local mediums, such as newspapers, 


signboards, billboards, street cars, 
store signs, etc. In cases where 
goods cannot be sold by mail, and 


in which they cannot conveniently 
reach the consumer, except through 
the dealer, nat:onal advertising in 
magazines, ladies’ papers, etc., 
would seem to be unwise, until the 
goods are distributed more or less 


widely among dealers over the 
country. Otherwise a large part 
of this national circulation would 


be wasted. Even with this waste, 

however, it is wise, in many in- 
stances, for such an advertiser to 
use national mediums to some ex- 
tent simply for prestige, and to get 
his goods before the attention of 
dealers in order that they may be 
familiar with them before the ad- 
vertiser’s salesman calls. How- 
ever, in such cases, that is, where 
goods can only reach the consumer 
through the dealer, the advertiser 
will find that the mediums he must 
denend upon mostly are local medi- 

ums, chief among which stand 
daily and weekly newsparers, sign- 
boards, billboards, etc. 


The new advertiser will find that 


the above methods have been fol- 
lowed as a rule by the most suc- 
cessful advertisers in the various 
classes referred to. Most of the 
long-established products were in- 
troduced by the slow process of 
covering a small territory at a 


time, and gradually spreading the 
introduction over the country. 
But methods that were suitable for 
times past may not be as suitable 
for present times. Competition at 


PRINTERS’ 


INK, 


the present time is so much fiercer 
than it was when these older prod 
ucts were introduced that som 
more rapid method of introductior 
may be ec gs Such a pla: 
would probably include a combina 
tion from the first of both 
and national mediums. 

Such products as Royal Baking 


local 


Powder, Quaker Oats, Sapolio 
Pearline and many others wel 
known, were introduced by the 
slower and surer methods. In in 
troducing Quaker Oats, for in 
stance, one town after another 


was thoroughly cultivated by 
boards, billboards, newspapers and 
sampling, until nearly every store 
in this town was selling Quaker 
Oats. Another town was_ ther 
taken up and cultivated in the sam 
way, and so until one Stat 
after another was covered. When 
a large portion of the country wa 
covered, national mediums wer 
taken up 
Shredded 


sign 


on 


cuit is an 


Wheat Bis 


other example. a newer one, of 
the slow method of introductio 
but the method adopted with th 


product differs somewhat from 
hat ol Checiner Gens This was in 


troduced from town to town by 
demonstrators and lecturers. T] 
Ralston Foods have been intr 
duced on the same plan. Thi 
have, at the present time, 
thoroughly covered the count 


that they are beginning to be 
vertised very extensively in gener 
mediums. 


Whatever may be decided up 
as the best method for the intr 
duction of the new product, it 
generally knowledged that wh 
the product is fairly well intr 
duced the use of general medi 
of national circulation, as well 


daily newspapers, is almost nec 
sary in order to support the sal 


of the product in the stores. If 
Royal Baking Powder, for - 
stance, should discontinue its ad 
vertising for one year no single 
dealer might notice the reduction 
in sales but the company would 
In the meantime competitors 
would have encroached upon 

Royal Baking Powder trade, and 
so fortified themselves as to offer 
a sterner competition. If the 


discontin 


company 


Royal advertising were 
ued for two years this 
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would seriously endanger its rHE CART te CASE, ‘ 
-ctige 4 =f en. jrent Good, president of the arter 
prestige, and might find it abso Maine Com sae » ta 
lutely impossible to ever regain it, gram from his lawyers in Chicago, 
no matter how much advertising s. Lowden, Estabrook & Davis, 
it might then do. - Almost any es- informing him that a final injunction, 
1 é a with costs, had been granted against 
tablished product might be taken the Chicago Label and Box Company 
as a similar example. This all This company makes a specialty of 
points to the fact that general ad pao ga labels, boxes, etc., _ 
vertising is absolutely necessary, —— cag gp As ey ce 
not only for the introduction of a for two years on the complaint that 
product, but also for its mainten- the label company was making simula 


. ge “ : 7 tha “lakle of Taek Case 
ance in the field.—Advertising Ex- tions of the labels of Cart Little 
nericare Liver Pills They have now obtained a 
perience. final injunction, with costs, and the 
osts are very large, as the case has 

















-- 


A CLEVELAND, OHIO, STREET 








been submitted  t a Master in 
RAILWAY PARK Chancery for a final accounting. The 
The pleasure travel over the Cleve- Carter Medicine Company has been the 
land, Berea, Elyria & Oberlin Ry. | first and only one to prosecute print 
increased to such an extent and the ers or engravers who have prepared 
possibilities of devel nt in this d such labels and wrappers. It marks a 
rection are so m hat the con new departure in infringement cases, 
pany has establ 1 a special “outing and their victory is ome of great im 
department,” under the charge of Mr. portance to the whole “proprietary 
] . Butler, witl e of excu ide,”” and also of interest to retail 
sion manager of this de- druggists New York Press 
partment is to ind eans 





for encouraging pleas 
it also has cha 
cently purchase¢ 





ind os 
iding, and OR HE MIGHT HAVE REFRAINED 

yar When Julius Caesar remarked that 
Mrs. Ceasar must be above suspicion, he 








Berea i t probz did not imagine that he was 
seven V hese furnishing a useful figure of speech to 
beautiful grounds inclu y acres distant generations of advertisers 
f forest s . with numerot springs Nattonal Advertiser 

1ineral +o. 

id to \ BUSINESS needs advertising quite 





enhance F il uch as nl ants need air and sunshine 
ate ilion id ive een iadeiphia Kecord 

scted, athletic and mping grounds ———— ie : 2 = 

i The bona fide circulation of 





: [he 
this, descriptive cir« 


ee aS Sale ea Indianapols 














hools, societies, and fraternities, call 
ing attention to the advantages and at 
tractions f the park at Purit P 
Springs for utins ind excursions of } A AY 
| g ! VJ 
ill kinds, tic \ for children 

ind = ladie The ¢ sion manage 


gives his personal attention to these for the first five months of 
ile is dome for their enjoyment ond 2900,to May 31, was 3,913, 
convenience his com- g47, or an average daily 


pany’s metl i i ; 
m the cars, and issue of 








by the dis ) 
br through the city, of small 
qx1! inches, printed on white y — 
paper, in green ink, with a _ half-inch O TO 
trip down the center, descril the e ) sd fF 
rincipal attractions at the _ resort 
+ Roi} 








; Pan No premium or _ induce- 
THE FORCE OF HABI1 
The Filipino soldier fell upon his Ment of any sort has been 
nees. “Oh, senor!” he cried, “have yor made to subscribers, other 
mercy?” Private Smith of the Pe ° 
than the merit of the paper. 


Ivania volunteers, who had been a « 








Ho.iuipay & RICHARDs, 
PUBLISHERS. 











PRINTERS’ INK 
NOTES. New York office of the 


; (Mass. ) Republic and the 
Tne Milwaukee (Wis) Journal prints (Wash.) Spokesman-Revicx 




















Springfield 
Spokane 
sends ad 











occasionally excellent articles on adver- vertisers a bill-case with the following 
tising. letter: I inclose you herewith a mone 
d Keitel ‘ . 

Tue Springfield Publishing Company, *@Y°T:, Probably you are looking f 
of Springfield, Ohio issues a di unty “ORs so put moncy in ‘ In : 
booklet of testimonials from issues of you are, give it a trial. Think you wi 
the I ress and Dail\ Re public. tind something in it unless it is opene¢ 
Times. : too frequently. On the c e itself is the 

- following Do you sell goods in Was! 

Tue Standard any, ington, Oregon, Idaho or British Col 

of Philadelphia, book- bia? If so by using the Spokesma 


let called ‘*Some ei ideas in Old teview, of Spokane, Washington, y: 








Time Clothes,” in which it devotes a_ will help to keep this full. c 
ac he . } —__ 
page to each branch of its business, — 
’R w. rsH & o.. oO sostor 

such as illustrating, commercial de At ges ar Sse : : - a, 
signing, menu and society designing, gun’ 
newspaper half-tones, photography from iia 
life, still life, newspaper ads, printing gine 

THE advertisements on the cars, om wert 


nibuses and tickets of the London coun 
ty council tramways brought 
ly $40,000 during 1899. Of 
council netted about $20,000, 











novelty 


} 


umbprel 


tters a 
ance going in commission. o lowe 
future an arrangement has | to t 
to pay the advertising agent only the let 
ty per cent commission ni ( ter to ould } 
(Ind.) Eagle, June 14. given « anes I 

In Printers’ INK of June 13th an interest idea : still fu 
ing article upon Psychological Experi tsin ther car ations <« 
Advertising by George B. Van C crimson e and s Harvard et 



























not made up in the forms correct lems, with Is calculate 
continuity was interrupted. The appeal to Harva and Har 
interesting one, and a number of ad vard graduates. about tl 
men have wished to obtain a copy of the display was distinctively college in to 
cle in its original form. Proofs of the original and pre-eminently Harvard in desigr 
article can be obtained by sending to Mr. G i ane Want 
B. Van Cleve, Tribune Building, New York. "er grote iakeas 

THE Saturday — Post of mark rights of 
Philadelphia, publishes a booklet call- ing the present exposition The res 
ed “Men W ho tt Made the Satu ular French law a 
day Evening Post,” from which one an invention on French territor p 
may learn that, in addition to tl to the application for the patent rl 
who are at present contributing to its new law allows exl on at the ex 
columns, it had on es the inventor tl 
days Poe, Bayard he cl of the exp 
Mrs. Sigourney, G ; ames, | for his French pate 
Parton, N. P. Willis, Harriet Beech law, the importation 
Stowe and others of equal reputation patented article, witl 











the Fren 





“ yovernmer 
THE curiot . x et 
the patent By the ne 
by the Cycle Trad + the = Gon 
postal officials in ec in without danget 







come to be one 
tors in the trz sde. 
forming their regular duties, they have 
been gradually embarking in other line 
of trade by acting as manufacturers’ 
agents for the sale of many articles 
The wide circle of acquaintances they 
make lends great facility to these 





are 


ceedingly severe 











transactions.— Bic > World ple ed ee 
\ CORRESPONDENT writes The Gla ite 
gow Woolen Mills ; y of e¢ « 
York, London and is | s 
advertising pos onspicu r is particul 
ad Ai S .. iit > per 
, offering ind would | 
storekeeper from the bet 
eing here, a due can exhibit 
from ona uit V 
each ein vod on +o 
chase at a time is r Pe THE promise made in an ; 
cern wide publicity and bring he kept to the lette 
hy 








amount of cash from eived an 
purchasers who are thu Srey J it it are that 
them a new trial. fers himself to be deceived m 
: once by oo same advertiser. 
Wituiam J. Morton, manager of th Paper Maker, New York City. 














Other concession 








PRINTER 


AT PARIS. 


A simple and striking exhibit will be 
sent to Paris to represent the coal, pig 
iron and petroleum industries of the 
United States. They will convey the 
best possible idea to the Parisians of the 








enormous output of each of these com 





modities in this country. The exhibit 
will consist of a monster chart made in 
water colors and presenting the famous 

iffel tower in comparative heights with 
the amounts of coal, petroleum and iron 


produced in the [ 


ty shaft of coal 


nited 
will be 


tates 


\ 
skete hed on 


























the chart, and alongside of it will be 
placed the tower of nchmen 
are so proud. The p lb 
ibout six times as hi 
times as wide as the Ww 
ing what the 5,560,00 of 
coal that was produced here in 1899 
muuld look like if piled up next to the 
nonument The § figu represer ig 
the comparative size of rf 
pig-iron manufactured ur 
and the Eiffel tower wil er 
ihout one-half as large < the monu 
nent of iron \ monster irrel, w h 
t towers above the 
hows the size of a recep 
have to be constructed 
tain the output of petroleum in_ this 
country last year. In the production 
ll three of these commodities the 
United States leads all other countries, 
vith the exception of petroleum, of 
vhich Russia yields about an equal 
amount. Small pillars of ec and pig 
iron represent the outpt nearest 
competitors. his Pp 
graphic illustrations 
ress shown is one that is 





of several sections of 
















this country Ime rporter. 
ee 
DRASTI¢ LAW AGAINST INDI 
CENCY. 

\ Sydney (N. S. W.) rrespondent 
of the New York ( } that 
the Victorian Legis: tl 
‘Indecent Advertisements the 
wise named “‘The ( s 1900,”" in 
Febru pr I h 
ing, pen € 


in the | 












a a se ‘ 

he pharmacists ish tl n 
ide known in America. Similar t 

e in force in Ne Zealand and Sout! 

\ustralia, and n tlor Ir \ 

been obtained in r Zealand for the 

le of pil vit! 1 ired inet 
upper held to be indecent.—Natio» 

rtiser 
_— 
To have the best goods is what the 


himself, to keep the 
his excellent stoc 
owes to his patrons 


ser. 


business man 
people posted on 
what he 
lurora (N. Y.) Advert 


owes 








INK. 
SAMPLE oF = 
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¥ = Yd ‘os WRAP.- 


Mr. Sam "3 Pinna cg writes this 
from Floyd Springs, Ga.: The great 
bundles of sample copies of publications 
that claim enormous circulations, sent 
to country postmasters for circulation 
among the patrons of their offices, are 
in most instances, used for wrapping 


In rural districts the postmaster, 
a rule, conducts a general store in 
connection with the _ postoffice. The 
publishers write nice letters asking that 
the sample copies be given out, but the 
postmaster sees where he can econo 
mize on his wrapping paper, so he lets 
the people carry the sample copies away 
in fragments, around bars ot soap, boxes 
of starch, etc. The postmaster at Ever 





ett Springs. Ga., says the Saturday 
Blade, of Chicago, has supplied his 
wrapping paper for ears, while the 
ostmaster at Rosedale, Ga., asserts that 


, 
I 
he always wri ups goods sold in his store 





in pages of Comfort. of Augusta, Me. 
The Family Story Paper is a familiar 
wrapper seen on bundles in agricultural 
districts and copies of the papers of the 
Sawyer rio are very plentiful about 
©) small postoffice. These papers are 


















not sent out in bundles to the post 
master, but come to names that are from 
ten to twenty years old, consequently 
they are not called for and the postmast- 
er has them left 1 his hands. The 
postmaster at Corryvilte, Ga., is puzzled 
to know where the Sawyer Trio get the 

nes from that thev mail to every few 

onths In April the Waterville, Me.. 
concern sent to his office a bundle of 
twenty-seven papers addressed to men 
vho either died, or left the community 
ten to twenty years ago. 

~o, 

As a general thing the paper that 
hides its quantity under a bushel and 
flaunts the flag of quality in your face 
is not a safe paper for an advertiser to 
fool with.—Profitable Advertising. 





Classified Advertisements. 


Advertisements wider pad head two linesor more, 





without display, tsaline. Must be 
handed in one week ts adrance 
WAN T Ss. 
DVERTISF MENTS for the EVENING Post. 


4 Charleston, 8. 
DVERTISEMENTS for the paper with largest 
local circulation in Charleston, 8. ¢ THE 
EVENING Post. 
\ 7,ANTED 


and _ at ads 


cuts for grocery 
or 500, Send 


Good newsnaper 
Will buy one 











proofs t« JO HNSTONE, Drawer 1, Hartford, Ct. 
W ILL trade fully equipped dp pi msger g plant, lin 
otype, cylinders, dynam : ar &15.000, 
for unencumbered real estate. A. GIBBS, 
1061 S. Proad St., Trenton, N. J 
AM open for situation as adwriter. Thor 
oughly exnerienced in department store and 
general advertising. Write for particulars and 


*ESPRIT,” Printers’ Ink, 
WANT to be Chicavo correspondent for daily 
or weekly. Will furnish news queer inci 
dents, jokes, feature articles oranything desired 
Kk. W. SPANGLEI 4 Calumet Ave., Chicago. 
trade 


( YOUNTY SEAT and 
readers of smaller towns 
tricts, send sample copy and want ad rates. PIO 
NEER PUBLISHING CO., Box 414, Honolulu, H. 1 
ie chance for right man to start Republi- 
can weekly in thriving Indiana manufactur 
ing town. Would heliberally patronized. CASS 
CONAWAY, Sec. Marion Club, Indianapolis, Ind. 


evidence of ability 











papers reaching 
and country dis 
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ERNALD’S NEWSPAPER MEN’S EXCHANGE, 
paaanee Mass,, is doing good work for 
reliable newspaper men seeking congenial posi- 
tions, and for publishers endeavoring to obtain 
competent employees in all departments.— Prof. 
itable Advertising, July, 1899 


( ) RDERS for 5-line advertisements 4 weeks $10 
in 100 Illinois newspapers: 100,000 circula 
tion weekly ; other Western weekly papers same 
y oave on applicati . CHICAGO 
UNION, 10 Spruce New York 





This price includes PRINTERS’ [NK cs one year. 
a ~>> 
MAILING MACHINES 
’#% pat.,is only $12. REV 





‘HE a a label 
SICK, 


ALEX. . Buffalo, N.¥. 





rguson Ave 
——_ +o 
STOCK CUTS. 
i ALF-TONES fe alendars. Sample sheet for 

stamp. THE STANDARD ENGRAVING CO 
OF NEW YORK, 61. ‘a St. 





+e 
HALF-TONES. 





Perr pee CO are ree -. $1; large 
Oe per in. THE YOUNG N ARC EN 
GRAVING CO.  siakheon Oe ° 
~- 
POSTAL CARDS BOUGHT. 


T *NCANCELLED printea or addressed Bet ul 
ecards and stamps bought for cash 
MANUFACTURING CO , 614 Park Row Bldg.,N 
a - 
LETTER BROKERS. 

ETTERS, all kinds, received from newspaper 
4 advertising, wanted and to let. What have 
ou or what kind do you wish to hire of ust TE 
EN OF LETTERS ASS’N, 595 Broadway, N.Y 


+o 





NEWSPAPER INFORMATION 
*OR latest newspaper information ase the lat 
est edition of the AMERICAN NEWSPAPER D1 
RECTORY, isstel June 1, 1900 Price, five 
dollars. Sent free on receipt of price. Gio. P. 

ROWELL & CO., 10 Spruce St.. New York 

Sn anal 
NEWSPAP. E R METALS 

as well as for shortest, use 


i‘ R longest runs. 
Blatchford stereotype 
and electrotype metals. 
lave run as high as 159,000 copies from one 
set of [Blatchford) plates and the last papers of 
the edition appeared as clear and well prin_ed as 
those first printed.””— Milwaukee Journal. 

‘IT remember running nearly 60,000 impressions 
off one set of [Blatchford] plates, and the las st 
sheet was practically as sharp as the first.” 
B.S. Hoag, Foreman Salt | ake Tribune 

FE. W. BRLATCHFORD & CO,, Clinton 
ton Sts., Chicago 


linotype, monotype 


and Ful 
~-o 
PREMIUMS 


PELIARLE goods are trade builders. Thou 
\ sands of suggestive premiums suitable for 
publishers and others from the foremost manu 
facturing and wholesale dealers in jewelry and 
kindred lines, 700-p. ill’d list price catalogue 
free. S. F. MYERS CO., 48-50-52 Maiden Lane, N.Y 


YREMIUMS—If you are using or going to use 
guitars, mandolins, banjos, violins or any 
goods of a musical nature,send for our cat logue 
and prices. We n give you some v% aus able 
gestions and save you money «& 
HOWE, Manufacturers and Jobbers, “90 ‘ Bay State 
Bldg., Chicago, Ili. 












~o- 
NEWSPAPER B. {RGAINS. 


E of the greatest opportunities in New Eng- 


* 


land States—a wee kly and job plant prac 
tical monopoly—profit 00 a year fust be 
sold quick, About $5,000 cash waean The 


first newspaper man who sees the property 
appreciates business situations will own it 
dailies and weeklies in 38 States. Send for my 


special list. Any reliable properties for sale, 
“David” knows about them. What do you 
want? . 


Wanted—by clients—re ante “% aily and weekly 
prow ae sin the East and V 

*, DAVID. Abington, Ma ass., Confidential 

probes an Expert in Newspaper Properties 








PRINTERS’ INK. 


ADVERTISING 
4 D-PAPER WALLETS, Write to Catcaco EN 
4 VELOPE CLASP Co., Niles, Mich. 
TICKERS and labels that advertise 
» RiCH & SONS, 115 Sands St 
PPYRICYCLE 
| to suit. 


NOVELTIES. 


HAED 
, Brooklyn. 

wagons for merchants, $40; lettered 
ROADSTER SHOPS, Camden, N. J 











| IGH-GRADE advertising ¢ ‘sar gig acca et 
employees of business house for 
our free illustrated booklet 


1 
THE *PETTIBON! 
BROS. MFG. CO., C 


ncinnati, Ohio. 


F' R the purpose of inviting announcements 
of Adver.ising Novelties likely to benefit 
be in 







reader as we is advertiser, 4 lines will 
serte ‘a under this ad once for one dollar 


ee 
TPPLIES 





| H!S paper is printed with ink —— auc ture od 
by the W Ms WILSON PRINTI ( 
Lte.. 13Spruce St, New York. Srecisk neioes $0 
eash buyers 
] ge it ever strike you that it is much easier to 
1 goods that are of constant demand than 
to Beach e others ! hus our reason in pus shing 
the American Type Founders Company’s type 
Its beauty and harmony of design, exact propor 
tions, regul:rity of sizes, artistic finish and su 
perior quality all go to constitute the ** best there 
1s Our shelves are teeming with a complete 
assortment of the American Type Founders Com 
pany’s type 8 your pleasure to command 
and our purpose to fillall orders intrusted to our 












care In a p —_ . careful and efficient manner 

Ir. Printer rw wind can be supplied by 

CONNER, FENDLER & Ci 56 Beekman sSt., N 
~—-_ 


BOOKS 


YAKER AND SUCKER,” 12c. 40 pp on mail or 
* der schemes PURITAN BOOK CO., Buffalo. 


DVERTISING schemes are We've 
d got a book of over good 
$25 to $500 on each. GARDNEK 
Atlantic, lowa 





not all bad 
10) that are ell 


Price $1. E.R 





POSTAL CARD will get our 
d book and price list If you like pood things 
to eat and drink send for it EZEY 
with Brotherhood Wine Co., New Yo ke Nt. 


wine cookery 





I AWS pertaining to use and misuse of the 
4 mails, lotteries, assumed names for adver 
tising purposes and a vast amount of other im 


portant information for advertisers ix contained 








in “Seerets of the Mail Order te cloth 
bound, postpaid $1. SAWYER PUB. Tem 
ple Court Blag., New York City 
- +o 
FOR SALE 


QT YNEMETZ perfecting press and stereotyr 
. ing machinery, 8,000 per hour, four or eight 

pp, cheap; $800. ENTERPRISE, Brockton, Mass 
IRINTING office—good chance for party wis! 
ing to engage in business. Good reason for 


selling. Apply to 413-415 Broad St., Newark, N. J 
OB PRINTING ESTABLISHMENT for sale A 











° business conducted for 30 years in the city of 

Newark, N Prominent location. Will be sold 

cheap to a quick customer yi JOHNS 

GIBSON, 832 Broad St., Newar' J 

I MR SALE—The Elizabeth, N J. Freie Presse 
established 1871, the only German paper pu 

li-hed in Union County a a well equip) 





boiler. 


j b printing office five pr s 
It “PRINTING 


. ete 

Apply to FR PR ESSE ‘ASSOCI 
TION, Elizabeth N.J 

N One cylinder press, job pre 
A . paper cutter, wood and met 
type, office fur niture and fixtures, such tools ar 
implements ar cidental to printi: 


OW for sale 









r offices 
DOLPH 


For full partic nlars inquire of WM. V 
Montour Falls, New Yor 
‘VERY issue of PRINTERS’ INK is religiously 





read by many newst aper men and printe: 
as well as by advertisers 1 want to buy a 
paper, or to se lla paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertisement in PRINTERS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address PRINTERS’ LYK, 10 Spruce 

t., New York 























PRINTERS 


ILLUSTRATORS AND ILLIUSTRATIONS 


+ 
| I. —_—— & CO., Wood Kngravers, i0Spruce ® 

New Y ork. Service good and prompt. 
Qe PERION engravings: promptness; lowest 

yrices, ART ENGRAVING CO., Washing 
ton, D.C. 
> 
ADVERTISING MEDIA 
ston, S.C. 


= EVENING POST, Charle 


‘HE EVENING POST, Charleston, S. C. 
|= EVENING POST, Charleston, 8. C 
(PME EVENING POST, Charleston, S. C 
pee EVENING POST, Charleston, S. ( 
Ss. Cc 


yu EVENING POST, Charleston, 


Qu BSCRIPTION premiums wanted. FAarM AND 
N 


TRADE, Nashville, Tenn 






; best advertising medium in Charleston, 
S. C., is THE EVENING Post. 
‘HE EVENING POST, of Cha-leston, 8S. C., 
claims the largest local circulation. 
officis! journal for all city odvertising of 


‘TT? 


‘harleston, 8. C HE EVENING Post. 
Nashville, 
aline now 


, is 
Kk KEEP your eye on FARM AND TRADE, 
Tenn. It’s growing. Only 1c. 
4\) WORDS, 5 times, 25 cents. ENTXRPRISE, 
Brockton, Mass. Circulation exceeds 6,000 
DVERTISERS' GUIDE, Newmarket, N. J., 9c. 
line. Cire’n 4,500. 24th. Sa:mple free 
NY persen advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 


ceive the paper for one year 
= advertising forall the de »partments of the 
city of Charleston . is done under 
contract exclusively in SvEING Post 
VE 4 perfecting press, 


V 
A and a building of 
the prosperity of THE 





Close 











linotype machines 
its own is evidence of 
EVENING Post, of Charles 





ton, S.C. 

Te Southern farmer boy swears by FARM AND 
TRADE, Nashv , Tenn., the only paper in 

the world publis shed in his interest. 10c. per 


agate line. 


‘O reach the prosperous farmers of 


the South 
try FARM AND TRADE, Nashville, Tenn. ; 10c. 





per agate line. Forms close 25th of month pre 

ceding date of issue. 

| ‘BE only farmer boys’ pape 1 the world is 
FARM AND TRADE, Nas sbville, Te nn. If you 

want to reach that class the best and only me- 


dium is FARM AND TRADE. Kates 10c, per line 
yACIFIC COAST FRUIT WORLD, Los Angeles, 
Cal Foremost farm home journal, Actual 
average 5,053 weekly. among wealthy ranchers ; 
growing rapidly; 5c. agate line ‘no medicine ads. 
([HE EVENING POST, Charieston, 8. C.. will 
publish want advertisements at one cent a 
word net; 50 inches display tor $15; 100 inches, 


$25 ; 300 inches, $60 ; 500 inches, gyv0; 1,000 inches for 
$165, Additions al charges for position and break- 


ing of column rules 
\ BOUT seven eighths of the advertising done 
fails to be effective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the value that might be had by placing 





the same advertising in other papers. f you 
have the right advertisement and put it in the 
right papers, your ange om will pay. Corre 





spondence solicite ddress THE GEO 
ROWELLADVER TISING AGENCY, 10 Spruce 8t., 
New York. 
] ys HEROLD DES GLAUBENS, 
o., a Cathohe weekly, 
proves a circulation exceeding 
weekly. Rate, 70 cents per inch on 
insertions, Discounts, 10 per cent on 104 inches; 
15 per cent on 260 inche 4%) per cent on 520inchées 
a lower rate than is offered by any other relig 
ious paper in the United States on guaranteed 
circulation, Write home oftice or OTTO KOENIG, 
Eastern Agent, 737 Park Row Buliding, N. Y. 


of St. 
founded 


Louis, 
in 1850, 
30,000 copies 
3 or more 





” INK. 15 


ADDEESSES. 
EXTE burke 0 arith due exrd nhiw “ie “a 


per advertising. Use Carter’s Classifled Ad- 
ressec, Oaly house ir the 
a ~ s not .o be scurd iu dirsero, ies. lave you 
a remedy . catarrh, itness, dyspep 
sia, , nerveus troubles, rheuma- 
tism, kin diesen s,etc.! Do you want agents to 
sell your goods from house to house? We have 
America’s population classified ace ording to af- 
flietions, occupation or condition. Can address 
your envelopes or wrappers. Capacity 100,000 
daily by expert copyists. Prepared to furnish 
any class of names, envelopes or wrappers, plain 
or printed, address the latter and attend to mail 
ing if desired. State specifically what you have 


oC 


worle furnishing 














to sell, how you want to sell it. We will reply 
by return mail with pevedl informatts n that will 
make your business a success. 

FRANK R. CA aveee, ‘2 EAST 42p ST., > 


BUSINESS OPPORTUNITIES. 
ONTHLY house hole i 
count illness. 


magazine offered, ac- 
Good foundation, attractive 
ve 


M 





leid. $10,000 required. Give references, E 
i ARRIS, 150 Nassau St., New York. 
OT for sale. We always know of a number 


N of choice publishing properties which, while 
not “for sale’ in sucha sense that they can be 
offered, can nevertheless be bought, and some- 
times very cheaply 

At the moment there occurs to us one metro 
politan daily which has always made money and 
can be made to pay say 20 per cent on what it 
cen be bought for. A control can be had for 
about $600,000 Another old weekly making about 
$50,000 can be had for $400,000 and can be made to 
clean up $ $100,000. Many smaller properties are 
available in the same way. 

Moral If you contemplate investing in pub- 
lishing property, let us know in a general way 
what you seek. It costs nothing and may be 
very advantageous to you 

EMERSON P. HARRIS, 
150 Nassau St., N. Y. 





~-_ 
{DVERTISKEMENT CONSTRL CTOR Ss 








[cDITH R. GERRY, 111 Nassau St. Ads. Book- 
4 lets Pictures. 
Q MALL ADS made strong. GEORGE H. HAY 


N WOOD, 9 Amity, New London, Conn. 


SK Stanley 





about bis store paper service 
4 


G.H STANLEY, 52 Irving st., Boston. 
DS $1 each, nokia i a page. CHAS. A. 
4 WOOLFOLK, 446 W, Main St., Louisville, Ky 
kD SCARBORO, writer of good ads, oes, 

e? booklets, ete., 20 Morton St., Brooklyn, N 


QyY¥ DER & JOHNSON, advertising writers and 
agents, Woman's Te mpie, Chicago. Write. 
2 
6 





ADS, any size, ) cents egg me a little Gata. 








size your space and 5 your money 
if they don’t suit. GRI ENE THE ADMAN, Oil 
‘ity, Pa. 
> PER month, one ad per week. If they 
* | an don't suit, don’t pay. Sample, 5c 
Write me. GREENE THE ADMAN, First Nat'l 


Bank Bldg., Oil City, Ta. 
| » OOKLETS, ADVERTISEMENTS, CIRCULARS. 
>) Lam in a position to offer you better service 
in writing, de signing and printing advertising 
matter of every description than any other man 
in the business, | make the fashion in typo- 
graphical display. I have charge of the me- 
ch inical department of PRIntreRs’ INK. No other 
paper in the world isso mach copied. My facil 
ities are unsurpassed for turning out the com- 
plete job. If you wish to improve the tone and 
appearance of your advertising matter it_ will 








pay you to consult me. WM. JOHNSTON, Man- 
ager Printers’Ink Pr . 10 Spruce St., New York. 
i TWO VALU Ae hae ge og 
FROM CREI O CASH.’ 
How to mike the a so your cus 
tomers will ee object to it 
TORE RULES.” 
Compiled Pha rules in use in stons 


all over the country. Will 
the mz inagement of any store. 
Either sent prepaid to any address for 
fifty cents. 

Ask us about our syndicate 
retail ads at 16 cents each. 
THE CHARLES AUSTIN BATES SYNDICATE, 
Vanderbilt Building, 

New York, 


improve 


euts for 
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Pan-America 








BUFFALO, N. Y., MAYIC 








MACHINERY AND TRANSPORTATION, 
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Everybody will visit Buffalo next yr 
best and most convenient way—thefar 
We control the exclusive advertising priv 
Falls, Lockport and ‘Tonawanda, afi \ 
tracts now. 










— 


Geo. Kissam & Co., 3734 


TELEPHONE, [EN 
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an Exposition 


|AYJO NOVEMBER, 1901. 








The hand of the artist has labored without restraint in 
@ arranging the grounds and grouping the buildings for the 
great Pan-American Exposition, to be held at Buffalo in rgor. 
The plan has been completed after protracted and painstaking 
study of the grounds and their surroundings, and with a keen 
appreciation of all the requirements of an Exposition upon the 
scale of magnificence here contemplated. The completed 
work will be a masterpiece, in which the designer of buildings 
and the landscape architect will alike share the honors. Ameri- 
can architectural genius has indeed here produced glorious 
P results. If one were to see only the exterior of this splendid 
Exposition he will find himself abundantly repaid for his visit 
to Buffalo in the Pan-American year. 


ORTATION, 











xt ypr and go to the Exposition by the 
thehars of the International Traction Co. 
sing privileges on all lines, Buffalo, Niagara 
a, a1 wise advertisers are making con- 


. Main St., Buffalo, N. Y. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

t= Issued every Wednesday. Ten centsa copy. 
Subscription aint five dollars a year, inadvance 
Six dollarsa bundred. Noback numbers 

t2 Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for $30, or alarger number at the same rate. 

t= Publishers desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

t= If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES : 

Classified advertisements 2% cents a line: six 
words to the line ; og measure : display 50 cents 
a line; 15linesto the inch. $100a page. “pecial 
position twenty five per cent additional, if grant 
ed ; discount, five per cent for cash with order. 


Oscar Herzperc, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 

NEW YORK OFFICES: NO. 10 SPRUCE ST. 
LONDON AGENT, F. W. SEARS, 50-52 LUD- 
GATE HILL, E. C. 


~NEW YORK, JUNE 27, 1900. 
THE Wichita (Kans.) Eagle in 


its issue of June loth uses matter 
from Printers’ INK without cred't. 





THE mystery with which adver 
tising was formerly enshrouded is 
rapidly being dispelled under the 
influence of common sense. 





Practical Advertising, a PRINT- 
ERS’ INK baby issued monthly at 
704-5 Austell Building, Atlanta, 
Ga., at one dollar a year, is a bright 
little publication. Journals devoted 
to advertising appear to be increas- 
ing in the South 

Drops of Ink, formerly known as 
IVolfe Londoner's Cyclone Ce llar, 
is a Printers’ INK baby published 
monthly at fifty cents a year by 
W. E. Pabor & Sons, 1623 Curtis 
street, Denver, Col. It is devoted 
to “the editors, publishers and 
printers of Colorado and the Rocky 
Mountain region.” 





THE advertising value inherent 
in caps and liveries is brought to 
mind by a booklet issued by the 
Pettibone Bros. Mfg. Co. of Cin 
cinnati, which illustrates the vari- 
ous styles. The prices for caps 
range. from 85 cents to $1.15, and 
the lettering may be made to cost 
from 7 to 60 cents per letter, ac 
cording to the size and material 
desired. It is probable that those 
which cost most at the beginning 
will be found cheapest in the end. 


How much one spends in keeping 
one’s self or one’s wares before the 
public is not half as important as 
the channels wherein one spends it. 


[HE Rochester ( N.Y.) Herald 
makes known what it considers a 
strong point in the excellence of 
its field thus: 

Rochester is a morning paper town 
Advertisers reach more people by using 
the two morning papers than through 
any other combination of two papers in 
Rochester. Why? Because there is ab 
solutely no duplication of circulation be 
tween the morning while there 
is a very large duplication in any combi 
nation of one morning and one evening 
paper. The local merchants realize this, 
and use the morning papers more than 
they do the evening papers; when they 
use both they take more space in the 
morning. The morning papers of Roch 
ester cover a territory of from forty to 
fifty miles around Rochester (which can 
not be so well covered by the evening 
papers, because of lack of train service), 
reaching the large towns where they 
have large weeklies, but no daily pa- 
pers A number of leading foreign ad 
vertisers, who ask for replies, and key 
heir ads, have used the Herald continu 
f ire still using it. 


issues, 


ously for years, and 





TueE Chicago Chronicle issues an 
interesting booklet, called ‘Five 
Record-Breaking Years,” in which 
it Says 

The paid circulation of the 
Chronicle, starting at daily 
the first day of sales, was increased by 
and advertising in seven 
months (December, 1895) to 61,275 
copies, and that of the Sunday Chronicle 
ting on its first paid issue at 26,188 
copies, was increased in the same period 
to 102,457 copies. The sales respect 
ively of the two issues have since then 





25,279 


canvassing 








been sometimes below and sometimes 
above those figures. They have never 
for long been far below those figures, 
and most of the time they have been 
considerably above them. The _ largest 


ale of a single issue of the Chronicle 
daily edition was copies, and 
of the Sunday Chronicle 138,525 copies 
Hlere, again, the Chronicle has broken 
over and over the record as regards the 
circulation of newspapers of the same 
age in the United States. The annals 
of American journalism may be search 
ed in vain for a parallel to this achieve 


ment. 


106,222 


In spite of the alleged increase 
in its circulation, the Chronicle has 
never furnished the American 
Newspaper Directory with a state 
ment of circulation. Even the sen 
tences quoted above lack the detail 
which would make them convince 
ing. Perhaps it is the necessity for 
such detail that has made the 
Chronicle publishers fight shy of 
the Directory editors. 
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THE FIFTH SUGAR BOWL. 
Office of ““CoLiier’s WEEKLY. 
‘ew York, June 14, 1900. 
Editor of Printers’ Ink: 

In your list of weeklies considered 
eligible for the Fifth Sugar Bowl, I note 
that you estimate our circulation at 
,000. 


“The present net 





paid circulation of 
Collier's eekly—that is, circulation 
exclusive of free, exchange, sample, 
advertisers’ and return copies, inclu 
ing in fact only those for which we 
receive cash, is 225,000 copies. 

I note also that you state our rate to 
be 8s 7 





cents. As a matter of fact our 
rate is $1.00 per line, less discounts of 
10 and 15 per cent for 
00 lines used within one year, 
I am sending you herewith announce 
ent of our Fourth of July and Con 
ention Number, and beg to call your 
ittention to the amount of business pub 


250, 500 an 


ished by Collier's Weekly during the 
onth—April 14th to May 12th, also 
to our guarantee ot circulation. 
Yours truly, Conpe Nast 
Office of “Tue Saturpay GLopst 
Utica, N. Y., June 14, 1900 
litor of Printers’ INK: 
On page 27 of your issue of June 


3th the Saturday Globe is rated at 
circulation. As we furnish a 
sworn statement to all who may be 
interested enough to ask for it, we con 
sider your rating unfair. On June 7th 
we sent N. W. Ayer & Son, of Phila 
delphia, a sworn statement of the week 
ly circulation of the Saturday Globe for 


5,000 


the past eight months, which showed 
7,507. Very respectfully, 
V. T. Baker, Publisher. 
PRINTERS’ INK takes the circu 


lation figures of the publications 
deemed eligible to win the Fifth 
Sugar Bowl, offered to the weekly 
giving advertisers the best value 
in proportion to the price charged 
from the American Newspaper Di 
rectory. Both Collier's Weekly 
and the Utica Globe have failed to 
furnish such figures to the Direct- 
ory, and their outputs are estimat 
d as exceeding 75,000 each. The 

c. rate credited to Collier's 
I’eekly is its lowest rate—the re 


h 
Q 





mainder after all discounts have 
been deducted. 
Office of “Lincotn Frete PRESSE 
Lincotn, Neb., June 15, 1900 
r PRINTERS’ INK: 
In looking over the list of papers, 


published in your issue of June 13, hav 
I in the judgment of Mr. T. F. Ken 
a chance to secure the Fifth Sugar 
it appears that, if the circulation 
figures and rates are given correctly, we 
re, upon the face of them, entitled to 
the Sugar f Lincoln Frei 





iga 3owl for the 


he advertising rate of the Lincoln 
Fy Presse is one-fifth of a cent per 
r every thousand circulation. 





This is a lower rate per thousand than 
charged by any other papers on Mr. 
Kennedy’s list. It is our lowest as 
well as our highest rate, subject only 
discount of three per cent when 
cash accompanies the order. Our rates 
for 1900 are based upon an average 
circulation of 100,000 copies each issue, 
and we charge twenty cents per line 
agate measure each insertion. 

The report of the Advertisers’ Guar- 
antee Co for February, 1900, shows 
that each of more than 94,600 persons 
had paid his subscription for the cur 
rent year in advance, at the full rate of 
eighty-five cents per year. None of 
these subscriptions were received at 
special short-time rate. 

Our rate for 1899 was sixteen cents 
per line, and our average circulation for 
that year, ending with October, was 
88,169, according to page 607 of the 
March, edition of the American 
Newspaper Directory. It must be a 
mitted that in quality the Lincoln Freie 
Presse is not only equal, but superior. 
as an advertising medium, to many of 
the publications contained in Mr. Ken 
nedy’s list—firstly, because its subscrip 
invariably paid in advance; 
y, it reaches a_ well-to-do class 
of people, mostly farmers and merchants 
in small towns; thirdly, because its 
circulation is confined to the country 
and small towns, where the readers are 
of necessity compelled to look to news 

advertisements for information, 
of the absence of large stores, 
expositions, etc 

We believe we are justified in claim- 
ing that fully ninety per cent of our 
readers are either owners of real estate 
or are in business for themselves. 

We believe further that our 
ire fully substantiated by the results 
obtained from advertisers, as you will 
see from letters herewith inclosed, 

"ery truly, 
Tue Presse Pusttsurnc Co. 

Whether a publication printed in 
a foreign language and going en 
tirely to farmers can give the gen 
eral advertiser the best value in 
proportion to the price charged, 
will have to be determined when 
the Fifth Sugar Bowl is awarded. 
—[Epitror Printers’ INK. 





1900, 








claims 


Office of 

“THe WesteERN New-YorKer 

Warsaw, N. Y., June 1s, 
lit INK: 
Is the Fifth Sugar Bowl reserved for 
weeklies of large circulation, or have 
county seat rural papers a chance ? 
The Western New-Yorker's average cir 
culation for The lowest 
net rate was eight cents an inch. Re 
duced to agate lines it would 
per agate line On a basis of 
circulation this would be 24.64 cents 
per agate line. The rate is too low and 
will have to go up. Yours, ete.. 

Rosert A. Woop. 

The contest for the Fifth Sugar 
Bowl is not to be confined to any 
particular class of weekly papers. 


1900 


I 


r of PRINTERS’ 


18900 was 2,314. 


be .0057 


100,000 
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All who believe they have a chance 
are invited to indicate the basis 
for such belief. It is offered to 
that weekly which gives advertisers 
the best value in proportion to the 
price charged. 

PrINTERS’ INK has never been 
accused of laying too much stress 
on quality of circulation. Yet it 
recognizes, as all sensible persons 
must, that quality is of great im- 
portance in determining the rela 
tve advertis'ng value of various 
publications in a competition like 
the present. It may also not be 
out of place to put out here that a 
large circulation gives a publica 
tion a certain standing and enables 
it to improve itself to an extent out 
of the capacities of the one of 
smaller output. The fact that many 
people read the paper of large cir 
culation causes many other people 
to read it, and thus the truth of the 
man who has being giving more 
secures another demonstration 
The Vestern New Yorker, there- 
fore, while an excellent publication, 
could hardly hope to compete with 
the giants in its field.—[Epbiror 
PRINTERS’ INK, 


Mr. Cyrus Curtis, proprietor of 
the Philadelphia Saturday Even 
ing Post, writes concerning the 
circulation accorded that paper in 
connection with the award of The 
Fifth Printers’ INK Sugar Bowl : 

dys Even 


The circulation of the Saturda 
ig P w 10 copies weekly 


Is now 23 





Has been nearly 25 » and so ad 
vertised i PRINTERS’ INK We _ have 
never failed to give you exact and 


truthful figures whenever asked Why 
Directory estimate 7 


Curtis. 





Cyrus 

It seems advisable to repeat that 
the Sugar Bowl awards have all 
based upon the circulation 
ratings accorded in the American 
Newspaper Directory. In the issue 
of that justly celebrated work for 
June, 1900, the Saturday Evening 
Post has an “A” rating, which is 
the highest ever accorded to any 
publication that has not sent in 
a signed statement of actual issues 
covering the period of a full year 
preceding the date of the state 
ment No such statement has 
come from the Saturday Evening 
Post since 1894, when the publisher 
(not Mr. Curtis) asserted that no 


been 





issue for a year had been less than 
25,000 copies. The rating of the 
paper for some years has been a 
follows 

In 1894 no issue less than 25,000 copie 

In 1895 “C” xceeding 20,000 copic 

In 1896 ** xceeding 4,000 copic 





In 1900 “A” or 
The Post is now perhaps the 
most conspicuous weekly in Amet 
ica. It is probably destined t 
be still better known. It is a fact 
however, that a circulation state 
ment extending over a full year 
for a paper with a constantly grow 
ing issue necessarily shows a mucl 
smaller average edition for th 
year than the actual output 
the time the statement is prepared 
This fact frequently decides tl 
publisher to w.thhold his. stat 
ment altogether. Such action con 
pels the editor of the Directory t 
assign a “letter rating’ instead 
one in actual figures : all of whic 
is much to be regretted. The edit 


xceeding 


In *xceeding 2,250 copies 
In xceeding 40,000 copic 
In xceeding 40,000 copi¢ 


5,000 copi« 


or of the Directory takes occasior 
to print in the most consp:cuou 
manner possible on the first pag 
of every issue of his book the 

words 


vho consult this Directory 
circulations should bear 
it does not purport to g 
1e of the paper for 
book is referred to, but 
i Directory editor 
the average issue of the paper in 
tion for a whole year preceding 


some months the date of publicati 
1 publicati 
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ILLUSTRATED WANT AD. 
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YOUNG MAN WILLING TO WORK F 
BOARD CAN FIND AN EXCELLENT 
rUNITY BY APPLYING ON THE PRI 
AT 213 MAIN STREET, 
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A PHYSICIAN WHO ADVER- 
TISES. 

AN INTERVIEW WITH DR. COFFEE, O! 
DES MOINES, WHO ADVERTISES 
TREATMENT FOR CATARACTS AND 
SIMILAR DISEASES 





\s a reader of Printers’ INK, 
I have been interested in the dis- 





W. O. Corrzz, M. D. 


cussion in its pages in regard to 
1 doctor advertising. We have in 
Des Moines a doctor who does 
idvertise, and so I thought the 
readers of Printers’ INK would 

interested in what he has to 
iy on the question \ look into 
Dr. Coffee’s reception room would 
he enough to convince any one 
that the doctor knew what he was 
about when he advertises. 

“What do you thnk of the 
ethics of the medical profession 
prohibiting a physician from ad 
vertising ie asked 

He replied: “T don't see why 
a physician who is a_ specialist 
should not let the people know he 
s a specialist and in what line. 
He owes it to the community to 
let them know. When I was prac 
ticing in Lou'sville there was a 

nin the same building wth me 
who made a specialtv of lung di 
( es He was better prepared to 
treat lung trouble than anv one 
else in that community, but he did 


not believe in advertising. There 
was a gentleman in the same 
building, or the one next to it, 
taken down with lung trouble. He 
tried his family physician and two 
or three others, but they could not 
help him and sent him to Arizona. 
After.he had spent all his money 
without benefit he came home to 
die. He came to me. I asked him 
why he did not go to this doctor 
who made a specialty of lung trou- 
ble. He said although he knew 
the doctor personally he did not 
know of his specialty. He was so 
far gone that the specialist could 
not save him, so he died, when, 
if the specialist had been consulted 
before, he could have saved him 
Any one who sells his skill has a 
right to let the people know of the 
fact. [ came to Des Moines a 
stranger about a year ago. ‘I have 
a special treatment for cataract. 
If I had not advertised I probably 
would not have had enough prac- 
tice to keep me busy for one hour 
each day. I have patients in New 
York, California and Washington 
Rv doing a large business I can 
afford to treat the poor free of 
charge. I run on the same busi 
ness principles as a large store or 
retail establishment. More doc 
tors should subscribe for Print 
ERS’ INK. I take ten medical jour 
nals and if I had to give up them 
or Printers’ INK I would let 
them go 

“There is not a day that people 
do not thank me for putting an 
advertisement in their paper so 
they can know where to come to 
be cured. I believe in a man who 
has a good thing letting the peo 
ple know of it, but he should posi- 
tively be able to carry out every 
agreement and to make good any- 
thing said in the advertisement. 

“First I tried to cover Iowa, 
then the surrounding States 
Minnesota, the Dakotas, Nebras 
ka, Missour:, ete. I cover a small 
field thoroughly and then increase 
it \ little advertisement is not 
worth so much in proportion as 
a big advertisement. I use all the 
papers in Des Moines, and Des 
Moines has better advertising fa 
cilittes than anv other city of its 
size. The Daily News is one of 
the best advertising mediums in 
the world for the price. No man 








22 PRINTE 
doing a mail-order business in 
Des Moines or Iowa can afford not 
to use the Weekly Register and 
the Homestead. The Capital and 


the Leader also cover the town 
thoroughly. I also use the Bur- 
lington Hawkeye, Sioux City 


Journal, Dubuque Telegraph, ete. 
I have used the Kansas City Star, 


which I think the best mail-order 
medium in the country for the 
price. I write all the advertise 


never use an advertise- 
I use testi- 
the ad- 


ments. I 
ment more than once. 
monials. Without them 
vertisement would not worth 
much. A man makes a statement 
and he must prove it by authority 


be 


of others. Two-thirds of the 
value is lost if he cannot. I use 
a booklet to send out to mail-or 
der replies. It is good to back 
up the advertisement But cir 


culars and pamphlets are of little 
value compared with newspaper 
advertising. | advantage of 
all cheap rates to Des Moines in 
my advertising. I am thinking of 
do-ng some advertising in PRINT 
ERS’ INK, as it goes to active, 
wide-awake. successful business 
men, and there is no class of peo 
ple who would recognize 
cure for blindness and cataracts 
so quickly. No advertiser can af 
ford to do without it. My wife 
even asks for Printers’ INK to 


take 


a goe «1 








get the ‘bright sayings 
J..D. MAGEE 
++ 
AN ex ys that some ‘ 
chants put advertising “ton the shelf 
and that is where the goods stay too. 
Fenton (Mich.) Independent. 


RS’ INK. 








GENERAI MEDIUMS FOR LIM- 
ITED TERRITORY. 
The new departure of the Youth 
Companion in announcing a_ specia 
edition, beginning with | 
st, is somewhat of an origin 


A general advertising mediur 











z U the t's Companion hi 
for years issued a special edition co 
ering the New England States. It 
understood that the Western edition wi 
have a special Western cover and tl 
the paper with this cover will be cir« 
lated throughout the States round (¢ 
cago in order to give merchants and 
few new advertisers who wish to st 
in this particular territory an opp 


tunity to do so without paying for « 
particular fie 








a 


culation outside of this 

The idea is to accommodate such ¢ 

cerns in Chicago, Minneapolis, St 
Milwaukee, etc., as many of the 

have hesitated to enter the general fi 

because of a large waste of circulat 

for them.—Advertising Experience. 


SHOE POETRY. 

A Hoboken custom shoemaker nan 
Lynch u the following stanza on 
letter-heads and office stationery: 


ses 















rhe saying runs, “No one can 
where the shoe pinches, 
But they don’t pinch at all if you 
them at Lynch’s; 
His footwear is fine and it’s made 
the level, 
To lo well, and feel well, and 
like the devil!” 
++ 
‘FAME” IS NOT. 

Fas has received from a correspor 
ent a_ Ri Tabule advertisement 
containing a cut taken Irom one 
signed by Gelett B res Che 
respondent is shocke at the plag 
ism Fan is not Fame. 

+] 
LESS EFFORT, MOST SUCCI 
of the easiest things in 
V¥ away an advertising 
ou needn’t try hard 
it The less you try 
eS Milwaukee (Wis.) J 
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FINE 60!b 

WHITEor 

(@)ke) 140) 
PAPER 
SENT 


TO ANY 
ADDRESS 


"US, 


CORRESPONDENT 


Safety Envelope Co 


A of PRINTERS’ 


INK sends the advertisement here re 
produced, and writes: 

This announcement just fails to be a 
good one. If it would offer to send a 


, ¢ Opened 
npe’ Without 


Detection. 
a Centre St NewYork 


pediiers 


specimen of the envelope. or a ciré 





showing how the “safeguards” re 
secured it would be more calculate 
bring trade. \lso, does “‘Sent to 
address in U. SS.” mean sent prepaid? 
These may be little things, but they are 


big enough to require attention. 
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ARRANGED BY STATES. | 


Adrertisements under this spi 5 
each time. By the year $26 alin 
other than 2-lne initial letter. 
in one week in advance. 


CONNECTICUT. 


DVERTISERS in THE DAY, New London, 
4 guranteed 4,700 daily average circularion 
No other Eastern Connecticut paper makes a 
practice of publishing its circulation figures. 


GEORGIA. 


w= OUTHERN FARMER, Athens, Ga. Leading 
Southern agric ultural publication. Thrifty 

pe ple read it; 22,000 monthly. Covers South 
and Southwest Advertising rates very low. 


ILLINOIS. 


« VERY advertiser should read the story of t 

4 wonderful growth of CONKEY’s HoME JouRk 
NAL. Mailed on request. No other publication 
ever developed so rapidly. 15€,000 ‘circulation 
among the best homes in the smaller towns. Ri». te 
60 cents per agate line. Few free oo nm please 
advertisers so well. . W. B. CONKEY ¢ ,¢ thie: AZO. 


MAINE. 


don't know Chas. Austin Bates personally, 
but bet a cookie he'llsay The Rockland 
-) COURIER GAZETTE is a sound paper. Why! 
it’s 55 years oid, tells its circulation in Rowell’s 

has a flat rate, makes money every year. Far- 
marks that an expert like Mr. Bates reads in- 
teLigently 





e "Ne Fi. 
"Must be handed 


W E 


(Me 


CANADA. 


( 7 \ANADIAN ADVERTISING is best done by THE 
E. DESBARATS ADVERTISING AGENCY, 
Montreal, 





CLASS PAPERS. | 


____ ADVERTISING. 


YRINTERS’ INK, published weekly by Geo. P. 
Rowell & Co., was the first of the now nu- 
merous class of journals devoted to advertising. 
It likes to call itself The Little Schoolmaster in 
the Art of Advertising. Since its establishment 
in 1888 it has had nearly two hundred imitators. 
PRINTERS’ INK aims to teach good advertising 
by publishing good advertising methods, giving 
examples of good and bad advertising and tell 
ing why. it also considers the value of news 
papers as advertising mediums. Its columns are 
wide open for the discussion of any topic interest 
ing to advertisers, Every advertising man who 
is known at all has contributed to its columns 
PRINTERS’ INK’S way of teaching is by exciting 
thought and discussion, expressing occasionally 
an opinion in favor of one plan and opposing an- 
other, but making no effort to be consistent, ad- 
voce ating to-day (o-day’s opinions and abandon 








ing yesterday's theories to the dead past. Aver- 
age circulation during 1898, 23,171. Subscription | 
price $5 a year. Advertising = ate Ss, Classified 25 
cents a line each time, display 50 cents a line. 
Address PRINTERS’ INK, 10 Serece St., N. Y 
RELIGIOUS, 
BAPTIST. 






4 GEORGIA BAPTIST, Augusta, Ga,, i 
by more than 5,000 progressive r 

ers and teachers in Georgia, South Ca 

bama and Florida. Cire’n for 1899, 6,275 





Displayed Advertisements. 





50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be Rs in one week in advance. 

m4, ED.—Case of bad health that 

t1-P - NS ¢ will not benefit. Send 5 cents to 
Roses Chemical Co., New York, for 10 
samples and 1,000 testimonials. 














USICAL 


INSTRUMNT 


Premium 


CATALOG 


Every one interested 
in Premiums ought to 
get this catalog. It 
is compiled from a 
practical standpoint. 





All the descriptive 
matter is already 
written. Cuts of the 


goods are loaned free to responsible 


firms. With the aid of a scissors you 
can get out most attractive offers in 10 
miiutes. Write to-day for the catalog. 





CHICAGO, ILL. 


lf 
You're 


in the 
Dark 


as to how 
to prepare 
your ad- 
vertise- 
ments, circulars, booklets and cata- 
logues, write to me for information 
— | can assist you. The light of 
years of experience has made the 
entire subject perfectly clear to me. 
The advantage of dealing with me 
is that | attend to the whole busi- 
ness. | write, illustrate, print, bind 
and deliver a job complete. | relieve 
you of all trouble. One order, one 
check, does the business. Write me 
and let me know what you want. 


WM. JOHNSTON, 


Manager Printers’ Ink Press, 
10 SPRUCE ST., NEW YORK 





2 ADAMS STREET, 
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° The Parisian : 


3 The Only Publication in America which makes a permanent ( 
feature of exploiting and illustrating everything pertaining to O 
O 
O 
5 THE PARIS E EXPOSITION 8 
9 , 
9 UNDER THE AUSPICES OF 
9 THE PARIS EXPOSITION COMMISSION < 
O On all news-stands. Price 15 cents. Published at 853 Carnegie Hail, New York. ( 4 
8 ( 
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The Evening Journal 


of Jersey City, N. J. 


Goes into over thirteen thou- aa /4 486 
sand families in Jersey City circulation in 1899, 9 
and is a guest in over eighty 


~ > Average daily cir 
percent of the English speak- | camer ‘ice 15,140 


ing households in the city. March 31, 
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The San Jose Herald 


“pee SAN JOSE HERALD is peculiaz. Itis unique. It 

MB) does not permit the advertisers to run it nor the subscribers 
to dictate to it. The Editor and Managerruns the paper to suit 
himself. He writes just what he pleases and publishes it, taking all 
chances of being arrested for libel. If he lies about the circulation 
and it can be proven, he will give $500in Gold Coin to the party who 
will furnish the evidence. Advertising and subscription books are 
on the counter ready for examination and the proprietor of the 
HERALD will pay the expenses of competent experts to examine 
the books, the experts to be chosen by the advertisers, provided the 
subscription list is not found to be more than is claimed in any 
statement given from this office. THE HERALD is quoted more 
by the press of the Pacific Coast than any ten papers published in 
California. We will forfeit $50 in Gold if this statement can not 
be proven true.” 








) 











For Advertising rates, etc., address 


CHAS. M. SHORTRIDGE, 


EDITOR AND MANAGER, 


San Jose, California. 


Bpecia Agent, C. E.GOODRICH, 31 Park Row, New York. 
Representative, D. M. FOLTZ 
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) " 
3 A | cs Us’ - The month when the camps, sum- O 

mer cottages and hotels are over- 4 

re) crowded. Soon they will be homeward 6 
o bound. Have you made arrangements to have them read your ad O 
, before their arrival home? If not, place it in the ad 
; . 5 
3 Vat / Short 3 
LVaM0Na DOTTISMNAN 

Oo ) 
rit goes direct to camps, summer cottages and hotels. Write for rates. 5 
NEW ENGLAND SPORTSMAN PUBLISHING CO., Q 

15 E XCHANGE STREET, Boston, Mass. A 
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= c 
: Concerning Newspaper Circulations. 3 
$ : 
= Invaluable for advertisers. AMERICAN NEWSPAPER ® 
% Drrectory. Published June 1, 1900. 32d year; 2d quar- = 
= terly issue; 1,434 pages. Price five dollars. Delivered = 
* carriage paid, on receipt of price. GEO. P. ROWELL 3 

& CO., publishers, No. 10 Spruce Street, New York. = 
“TUAMARAAARARARARAR ARS AAAAAAARASARAAARAAAAAAARAAARAAARAAARAAARBAADARARAAARIS 





ii ii iia iii i iit i iii ita liad hn smi! 


GARDEN AND FARM 


CHICAGO. 
Average Circulation, 68 9 750 


Per issue for 16 months, ending May, 1900. 


Any advertiser or agency wishing the original of the following affidavit of de- 
tailed circulation will be gladly ~ eee same upon application to any of our 
offices or leading advertising agenci 

More than this, GARDEN AND FARM stands ready to furnish proof of its 
circulation every issue. 


norte ultura!, floricultural and home — ation, now published at Chicago, Ill., and 
Springfield, Ohio (formerly of Reed City, Mich.), being duly sworn, do hereby certify on 
oath that there were printed and mailed each month, for the period from January, 1899, 
to April, 1900, inc!usive, an average of 68,750 vopies each issue. B. F. BRooKs. 
Sworn to and subscribed before me, a Notary Public in = for Clark County, Ohio, this 
second day of May, 1900. FRANK W. GEIGER, Notary ‘Public 
[seat] 


an contracts are » based on 60,000 copies as a minimum per issue. 60,000 
of the best en i] aad suburban districts, smaller towns and rural communities 
are reached every 

GA JEN AND ‘FARM is a paper with Push that Pulls. 

GARDEN AND fea § is a favorite with the wome 

Your Mail Order and | Agric piseral Lists or 1900 will not be com- 
plete without GARDEN AND FAI ° 

Samples, rates and additional information gladly furnished. 


THE AMERICAN FARMER CO., Publishers, 
1118-1114 Manhattan Bullding, Chicago. 
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NEW YORK CITY OFFICE: 150 Nassau Street. 
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+ B. F. BRooks, circulation manager of GARDEN AND FARM, a monthly agricultural, 
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t PUBLICATION OFFICE: Springfield, Ohio. | 
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GEV Ulla COIN. 


(JOHNNY=-ON=-THE-SPOT.) 








‘*Where have you been buying your inks ? 

*Oh, everywhere ?” 

*Do you give an order to any gabby salesman that comes 
along ?” 

‘**Do you feel under obligations to the persistent hang-to-it drum- 
mer who gave your pressman a 29-cent knifea year ago last fall ?” 

‘‘ Are you attached to the fellow who walks familiarly into your 
pressroom and gives you and your pressman wagon loads of advice 
free ?” 


« 


° 

These are some of the questions which appear in ‘‘ Ink Thinks,” 
and are identically the same as used in my advertisements six years 
ago. I had a perfect right to ask such questions, as I never em- 
ployed an agent, but it seems as if this house is trying to make 
printers believe they do business on my system. They employ 
more salesmen than any other concern in the trade, and I know 
where they had so many men covering New York City they were 
actually falling over one another, and continually clashing as to 
which one was the owner of an order which perchance came through 
the mails. These men must be paid for their labor, and you can 
bet the ink house does not give them one penny more than they earn. 

Of course there are times when a salesman is forced to take 
orders at my prices, but the house pays him no commission on the 
sale, or else they deduct his salary and expenses pro rata from the 
quality of the inks. 

My method of getting the coin, Johnny-on-the-spot (as they 
term it), seems to be ridiculed by this concern, but you will ne ver 
see my name among a list of creditors when a failure occurs, and 
this is more than can be said of any other ink house in the world. 
In six years I have lost less than $50 by bogus checks, while I have 
seen my friend who wrote ‘‘ Ink Thinks” stuck for nearly $4,000 in 
one failure, and printing failures occur quite often. These losses 
must be borne by some one, and that some one is the hard strug 
gling printer who pays ‘‘ Ink Thinks” three or four times my prices, 
because he is granted thirty or sixty days’ time in which to pay 
the bill. 

My record of having filled nearly 70,000 orders for 8,000 differ 
ent concerns, situated in all parts of the world, speaks for itself, 
and I am seventeen years younger than my friends who talk so 
harsh about me. 

Send for a copy of my price list. 










* PRINTERS INK JONSON, 
Spruce 5St., New York. 
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DEPARTMENT 
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logues or plans tor advertising 
criticism. There is no charge for it 





There is a certainclass of would- 
who start off with 
how big an ad 


be advertisers 
the question of 
should be. 

I am always reminded of Lin- 
coln’s reply to the man who ask 
ed how long a man’s legs should 
be. That is, that they should be 
long enough to reach the ground 

An ad should be big enough to 
advertise the business 

It is safe to say that the smallest 
ad in any publication is seen at 
least by one reader. 

Suppose a magazine has a cir 
culation of nine hundred thousand, 
and suppose that an ad occupies a 
space of an inch. Out of that nine 
hundred thousand a certain per 
centage will be sure te see this ad 
If, however, double the size 
of the ad, you pretty apt 
more than double the number 
readers who will see it. That is, 
than many people 
a two-inch ad as 
ad. The number 

will see a 


you 
are 


more twice as 


will will see 
1 one-inch 
who 
increases geometrically 
In this way a 
good deal more than ten times 


see 


readers given ac 


ten-inch space is 
as effective as a one-inch space 

If one hundred readers out of the 
circulation of a magazine will se« 

one-inch ad, four or five thou 
and may see a ten-inch ad. 

You can go on increasing the 
ize up to the point where it is 
afe to say that every single read 
er of the publication in question 
will see the ad. 

Such, for instance, would be the 
case of the Ladies’ Home Journal 
It is a pretty safe bet that no one 
if the readers of the Ladies’ Home 
fournal can overlook a full-page 
ad on the back cover. 

The answer then to the question 
of how big an ad should be is 
that it should be just as big as you 
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By Charles Austin ‘Bates. 
Readers of PRINTERS’ INK may send to this departmont advertisements, booklets, cata- 
AS many as possible 
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OF CRITICISM. 





will 1eceive full, honest, earnest 
s the freight.’ 
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can afford to make it up to that 
point where you are sure that it 
will reach every reader of the pub- 
lication. 


It is always better to use large 
spaces in a few magazines than 
small spaces in a great many. 


I would rather have a one-page 
ad in one magazine than a 
one-inch ad in sixteen equally good 


LOK vd 


magazines [ would rather have 
the attention of every reader of 
one publication of five thousand 


circulation than to get only one or 
two thousand readers out of the 
c‘rculation of sixteen other maga- 


Z.nes 
This is what it will amount to 
It is the reason why a big space 








is always preferable to a small 
space 

here is such a thing as a man witha 
1 e full of money trying to buy space 
helow its cost, trying to buy services 
at starvation prices, trying to promote 
injust competition, and that man usu 
ally, after he has by his work driven 
the agent or agency, be it special or 
general, personal or otherwise, to the 
wall, is surprised if the agent tries to 
make money in some way that is not 


clearly upheld by strict business prin 
ciples just as he would do if he were in 


the place of the advertising agent. 
Gentlemen, it is only a new form of 
the old saying of “the pot calling the 
kettle black.” Irtemus Ward. 

Thus do we get back to first 
pr nciples 

Mr. Ward evidently agrees with 
David Harum: “Do unto others as 
they would do to you and do it 
first.” 

Why in the name of common 
sense shouldn't “a man with a 
purse full of money” try to buy 


just as low as he can? 

He is entitled to all his money 
will buy in the best market. There 
isn’t a business man on the face 
of the earth who doesn’t buy as 
cheaply as he can. 

Brother Ward has the reputation 
of buying advertising space with 
at least one of h's sharp eyes on 
the price. He doesn’t pay out any 








more than he has to of Enoch 
Morgan’s Sons’ money for any 
given thing. 

3usiness isn’t philanthropy, and 
Mr. Ward doesn't think so except 
for spectacular purposes. 

When buyer and _ seller 
their interests are at var-ance. 

One seeks to sell for as much as 
he can get—the other to buy for as 
little as possible, and both desires 
are perfectly legitimate. 

Mr. Ward says that the buyer's 
desire to buy closely justifies dis- 
honesty on the part of the seller, 
which to say the least is a remark 
able position for such a truly moral 
man. 


meet, 


* * 
A careful perusal of the Philis 
tine and other East Aurora effu 


sions leads me to conclude that 
most of the wisdom and all of the 
gor »dness in the world are centered 
in the midst of the interesting man 
in the flannel shirt, who writes so 
posefully about the “work of the 
Roycrofters” while a German mu 
sician plays the p:ano in an adjoin 
ing room. 

It is said that Fra Elbertus can 
not Hubbardize successfully with- 
out this accompaniment, and an 
anxious world shudders to think 
what would happen if the musician 
were to die. 

Or suppose he should play Men- 
delssohn while Brother Hubbard 
was writing his customary rag 
time? 

The impact of such a collision 
would probably send the Roycroft 
shop straight up in the air. 

Speaking as one of his most 
ardent admirers I respectfully and 
with reverence recommend to EI- 
bertus the serious cons‘deration of 
the advantages of the Pianola. It 
may not agitate the piano quite so 
mellifluously as the German gentle- 
man at present employed, but as an 
aid to the production of a good 
grade of XXX machine-made lit 
erature it surely possesses many 
marked advantages which must ap 
peal ‘to the practical mind. 

* * * 


The advertiser’s problem is to 
get his story before a_ sufficient 
number of people with sufficient 
regularity and persistency to create 
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belief in their minds and to induce 
them to become customers. How 
often it is necessary to present the 
story in order to produce this re 

sult depends on the kind and qual 

ity of the article offered for sak 

the ease with which it may be pur 
chased, and the way in which the 
facts about it are presented. 

The question then is how often 
and how persistently must your 
story be presented to the people of 
any eiven section to produce really 
profitable results. 

If you are willing to have the r 
sults come somewhat slowly, great 
er economy can be practiced in se 


curing them. Unusual speed al 
ways involves expenditure. It 
costs more to run a train from 
New York to Boston in five hours 


than it would to run the same train 
the same distance in fifteen hours 
The speed costs more all along the 
line. The road bed mustbe better, 
in the first place; the rails must be 
heavier: the train must be lighter 
and the engine more powerful; a 
larger amount of coal must be con 
sumed and a higher pressure of 
steam maintained. This mean 
more expensive construction It 
means a higher grade of engineer, 
better fireman, better conductor 
It means more care and therefor« 
higher salaries and greater ex 
pense, from the president of the 
road down to the man who tend 
the switch. 


As a rule the large general ad 
vertiser should look for a plan t 
advertise his business, not for 
few months or a year but for 
continuous series of years. 

He should use this advertising 
as a tonic, not as a stimulant—and 
not look for large, quick results s« 
much for a steady and contin 
uous increase in business. 

As there are only a few peopl 
in the United States whom it woul: 
not pay to reach with advertising 
t would seem that a wise thing t 
do is to adopt that plan which wil! 
reach the largest number of peop! 
at the smallest possible cost. 

The quality of the people doesn’ 
make very much difference. Most 
products are consumed by the poor 
as well as by the rich, but th 


as 
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field for advertising must be among 
the moderately well-to-do. The 
very rich are not influenced by ad 
vertising. The trade of the very 
poor or the very ignorant doesn't 
amount to very much. So _ the 
field lies between the very poor 
and the very rich. 

We can safely say (leaving out 
the very rich) that any reader of 
any newspaper or magazine is a 
possible customer. So the prob- 
lem is to buy at the lowest pos- 
sible cost the largest amount of 
circulation. In this circulation 
there is required a certain amount 
of repetition and reiteration. To 
some extent, this is secured by 
duplication of circulation, but such 
a thing may be carried far. 
The more circulation is duplicated, 
the you know what you 
really getting for your money. 

If you start, for instance, with 
a single publication like the Wash 
ngton Post, you know that with 
an adequate space your story is 
being carried to approximately 
thirty thousand homes 


too 


less are 


If you insert your announcement 
weekly in such a publication you 
reach these homes fifty-two times 


during the year. If tri-weekly, 
you increase the number to one 
hundred and _ fifty-six. If daily, 


to three hundred and sixty-five. 
Tf you add the Washington Star, 
you reach some homes in_ the 
Washington territory that are not 
reached by the Vost, and you 
largely duplicate the Post's circu- 
lation, so that if you were in both 
the Star and the Post daily you 
would probably reach sixty or 
seventy per cent of the people 
even hundred and thirty times. 
If, at the same time, you are 
advertising in the leading monthly 


magazines, you are still further 
nereasing the number of times 
that your announcement is pre 


ented to a part of the people of 
Washington, but the more vou 
duplicate your circulation the less 
are you able to determine the ex 
act number of separate homes you 
are reaching. , 

* * * 


Notwithstanding its syntactical 


a . ; ; 
slips this advertisement of a 


Brooklyn butcher comes as near 
hitting the mark as it is possible 
to come with mere words: 

On the sunny side of Sumner Ave- 
nue, in the morning, is my meat market. 
Ihe number, to be more exact,*is 330, 
which is next to the corner of Madison 
street. I but recently acquired this 
and I intend to conduct it in such 
a manner that you cannot afford to 
neglect it if you are fastidious in your 
liking for meat and poultry. I am going 
to do what many an aspiring meat 
owner has done before, namely, make 
fair promises. But I am also going to 
do what few do do, that is, keep them 
or quit the business. 

The first promise is to never sell meat 
which, as to quality, is not first class, 
fresh, clean and tender. And, as in 
cidental to this, I promise to regard as 
an enemy of mine whosoever receives 
in my shop any other kind and yet does 
not make complaint of it to me. 

ext, I promise to keep my store 
fresh and tidy. I know no reason why 
a butcher store should be untidy and 
ill smelling. I purpose to keep mine 
attractive and help make marketing here 
as pleasant for women as in a dry goods 
or department 


Then | 


store. 


intend that no customer shall 


have reason to complain that I do not 
try to satisfy his wants. No one, if I 
can help it, will receive one grade of 


goods when calling in person but an 


other grade when a messenger is sent. 
You may send your order in a basket 
by your house dog and I will (if I 
understand your needs) give him what 
you yourself would choose. And when 
I do not (if perchance that should 
happen) I want you to feel that you 
will gain more by coming with your 
complaint to me than by quitting my 


shop without an explanation and patron 
izing some one else 

You can rely surely upon being treat- 
ed with courtesy, be you whoever you 
may. I will not have a hasty temper 
shown in my shop while I am in the busi 
ness. 


And if what T here promise has any 
attraction -for you, you and T do 
business to our mutual profit. 

When may I expect to see you ? 
_ Jacock’s Market, 330 Sumner Avenue, 
is on the sunny side in the morning. 
This was printed in green ink 

brown paper evidently for 
house to house distribution. 

There is a ring of earnestness 
and sincerity about it which is 
captivating. 

This man had something to say 
and he said it. He began at the 
beginning, stopped when he got 
through, and left nothing unsaid. 


can 


on 


The woman who gets one of 
these circulars and fails to give 
this butcher a chance to prove 


that he is telling the truth must be 
beyond the reach of good adver- 
tising. 

I would 


recommend a careful 
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study of this advertisement to 
the young men who write me for 
pointers. It will do them a lot 
of good to try to figure out just 
why this butcher’s announcement 
is most excellent, and to store up 
the lesson for future use. 

One young man from Reading 
some time ago sent me some 
samples of his work with the in- 
formation that he had served his 
term at the case and was anxious 
to become a good adwriter. 

He suggested that I should give 
a little more space of this depart- 








ment to show “the way up the 
hill” for young men. 
I suggest to him that here is 


an excellent object lesson in the art 
of writing good advertisements. 

The young man who is to suc- 
ceed in advertising must possess 
that same faculty which makes a 
successful reporter for 
news and the ability to get hold of 
facts. 

It saddens the cub reporter 
mightily when he learns that his 
ability to do things with words 
counts for little and that the man 
who gets the most and best assign 
ments and fills up the most space 
is the patient, industrious, clear- 
headed chap with an_ insatiable 
thirst for facts and names and cir- 
cumstances. 

It is the same way w’'th the 
making of advertising matter. 

Get hold of facts, and if they are 
interesting facts your work is a 
good deal more than half done. 

There are thousands and thou 
sands of young men who can write 
very well indeed and consequently 
think they have an_ excellent 
chance of succeeding in the writ- 
ing of business literature. 

Not one out of a _ thousand, 
though, can ever amount to any- 
thing for the reason that they lack 
the ability to get down into the 
heart of the proposition and dig 
out and present properly the vital 
facts which make good advertis- 
ing. 

I do not wish to discourage any 
young man who recognizés the 
future possibilities of the advertis- 
ing business and wants to make 
himself useful in the field. 

I do want him to understand, 
however, that the mere ability to 


a nose 
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write well or even to write inter- 
estingly and entertainingly is but, 
one out of many things the suc 
cessful advertisement writer must 
possess. 

It is a question of training a 
well as natural aptitude and the¢ 
proper place to get this training is 
at any place where you happen 
to be. 

The young man in Reading who 
wants to know how to get up th 
hill will find the hill right in front 
of him and he will best learn how 


to get up by trying it right at 
home. 
He will find poor advertising 


enough in Reading to start a 
national bank if poor advertising 
were legal tender. 

If he knows poor advertising 
when he sees it and thinks h 
knows how to make it better, let 
him go right ahead and improve it 

If he can improve it in a manner 
which will bring more business to 
the advertisers he works for, he 
will find that he is getting 
started up the hill in good shape 
and he will be learning valuabl 
things connected with the busines 
every day. 

If he can make any money out 
of it at the same time that will be 
well enough, but that is a detail of 
minor consequence. 

There is one error, however 
that almost every young man wh 
tries to get a start in advertising 
makes ; that is, to sit down a1 
evolve an ad for a business out 
his own imagination and then go 
around and try to get the busine 
man to use it. 

This is getting the cart befor 
the horse with a vengeance. 

The place to get an ad is in tl 


soon 


store and not from under your 
own hat. 

If you want to get Mr. Jon 
the tailor, interested in adverti 


ing go into the store and talk with 
Mr. Jones a few minutes and yor 
will have some material to work 
on, 

And if you want to get the b 
sort of material served up piping 
hot and full of ginger, just 
Mr. Jones to understand that 
have heard it reported that he 
a mighty poor tailor, doesn’t ur 
derstand his business, charges ex 
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tortionate prices and hasn't any 
-business being in business at all. 

That will make him hot under 
the collar and he will give you 
more good advertising material in 
five minutes than you could get 
otherwise in a week. And the best 
of it is that he will never know he 
gave it to you: you can write it 
up in just about his own language 
and he will think you are the 
cleverest young man he ever came 
across. 

If you have an interesting story 
to tell, and the goods and organi 
ration to back it up, you are in an 
ideal position to take advantage of 
the really marvelous power of ad- 
vertising. It is simply a question 
of getting your story attractively 
and convincingly before the great 
est number of people at the least 
possible cost. 

And that is absolutely all there 
is of it. 

There is no mystery about it. 


* 


H. Cass & Son, dry goods mer 
chants of Toronto, send a circular 
for criticism. 

They say they issue three thou 
sand circulars every week and that 
as their store is in the western part 
of the city they cannot afford to 
use newspapers, as they would be 
paying three parts of the money 
for circulation which would do 
them no good. 

This is a familiar statement and 
one which can be covered by no 
general rule. Local conditions are 
the prime factors in a problem of 
this kind. 

In deciding whether or not t 
use newspapers the question is not 
whether you are paying for cir 
culation that does you no good, 
but whether the circulation that 
does come within your range is 
worth what you have to pay for 
your space. 

It makes no difference if the 
paper goes to a million people who 

re out of your reach. That is 
something that doesn’t concern you 
at all and doesn’t enter into the 
problem at all. 

If the people who might become 
customers read the paper 
all that concerns you, pro- 


your 
that i 
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vided, of course, the results justify 
the expenditure. 

If the city is very large and the 
newspaper rates high, of course 
the merchant in the far corner of 
the town is likely to find that he 
can by no means affordto do news- 
paper advertising. 

At the same time there are 
scores of instances in which the 
merchant very unwisely stays out 
of the newspaper for the reason 
that some proportion of its readers 
are out of his reach. 

If there are 50,000 people in a 
city and only 5,000 of them can 
reasonably be expected to come to 
a store in a certain location the 
problem of that store is to find out 
whether it will be profitable to 
pay the newspaper rate to lay its 
story before the people in its vi 
cinity. 

If it will pay the store ought, 
by all means, to do it, and the fact 
that the paper goes to a great 
many thousand people who are not 
likely to become customers has 
little, if anything, to do with the 
case. 

The merchant whose _ location 
makes newspaper advertising im- 
possible must have recourse to cir- 
culars such as Cass & Son use, 
which if handled properly, will 
always be found to pay. 

They will pay better, by the way, 
if printed on a little better paper 
than the one now in question. 

The merchant so situated should 
have a list covering everybody in 
his bailiwick whose trade is worth 
having and this list should be 
covered regularly and systematic 
ally by printed matter, varied in 
form and style, calling attention to 
the reasons why he deserves pub 
lic patronage, and giving facts, de 
tails and prices 

This work should not be done 
haphazard nor once in a_ while 
when you happen to have the time 
and feel like it. 

It should be done on certain 
day of the week or month just as 
regularly as that day 
around 

Even if it is not an expensive 
matter it should be clean, neat 
well printed on good paper and at 
tractive enough to demand cor- 
sideration. 


comes 








PRINTERS’ INK. 


























all classes by Kissam’s car cards. 
No matter what you have tosell, 
the class of people you wish to 
reach will be sure to see it in the 














This line is liberally patronized, 
and in summer the crowds going 
to the seashore and other resorts 
make space in these cars very 
desirable. For less than $4 per 
day you can get a space 16x24 
inches in each of the 298 cars. 
You can count on your card 
being seen by an average of 
35,000 daily passengers. 

Think of that foran advertising 
proposition. Write or call on 
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253 Broadway, New York. 


Written by John J. Griffin, Albany, N. Y. 


















































